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A B S T R A C T
Although cultural tourists increasingly seek to experience cultural events actively and to directly engage in
creative activities, empirical knowledge about the creative tourist remains limited. This study aims to char-
acterize the motivations and profile of creative tourists. The data was collected through a survey of participants
in creative tourism activities in Portugal developed by 40 pilot institutions of the CREATOUR project during
2017 and 2018, with 814 usable questionnaires collected and validated. The questionnaire had 30 questions and
marked the first time this kind of research was conducted in Portugal. The questionnaire included questions on:
the composition of their travel companions, their previous participation in a creative tourism experience, reasons
for visiting the destination, their characterization of the creative tourism experience, an evaluation of their
creative tourism experience, and their socio-demographic profile. Using a cluster analysis to analyse the data,
three clusters were found: Novelty-Seekers, Knowledge and Skills Learners, and Leisure Creative-Seekers.
1. Introduction
In the 1980s, Alvin Toffler (1980) pioneered the concept of “pro-
sumer” to refer to a type of consumer involved in product design and in
production itself. With the diffusion of the concept of prosumer – a
fusion of the words “producer” and “consumer” – since that time, the
consumer has become the producer of many of the products and ex-
periences he consumes. The diffusion of this concept coincides with the
emergence of a new generation of tourists, also called “qualified con-
sumers” or “creative consumers” (Carvalho, Ferreira, & Figueira, 2016;
Mihajlović & Koncul, 2016; Pappalepore, Maitland, & Smith, 2014;
Richards, 2010a; Richards & Wilson, 2006; Zhang & Yu, 2018), post-
modern travellers (Carvalho et al., 2016; Jelinčić & Žuvela, 2012;
O’Dell, 2007; Pappalepore et al., 2014; Tan, Luh, & Kung, 2014) or
“creative tourists” (Raymond, 2003; Smith, 2016; Tan et al., 2014;
Zhang & Yu, 2018).
Regardless of the term applied, they all refer to tourists who actively
create their experience in the destinations they choose. This new con-
sumer of experiences has played an increasingly active role in the
economy, leaving aside the passivity characteristic of the 1980s, to play
an essential role in market communication (Egger, Gula, & Walcher,
2016; Kotler, Kartajaya, Setiawan, & Vandercammen, 2012; Tan et al.,
2014; Zhang & Yu, 2018).
For Alvin Toffler (1980), the concept of prosumer defines a type of
consumer of the future, involved in the design and production of pro-
ducts to make them more personalized and individualized. In addition,
prosumers are more informed, more educated and with an above-
average level of demand. In this sense, the creative tourist can be seen
as a prototype of the prosumer (Fundação de Serralves, 2008; Tan et al.,
2014; Egger et al., 2016; Zhang & Yu, 2018).
There is a great diversity of definitions of creative tourists, ranging
from those that refer to participants in dance art experiences or han-
dicraft workshops, to those that include people temporarily residing in
artistic residences in search of creativity. According to Richards (2011),
creativity can be used to implement creative tourism as a tourist ac-
tivity, which involves the active involvement of tourists in the creative
activities of the places they visit, or as a backdrop for tourism, in which
tourists place themselves in a chosen creative environment.
Nevertheless, despite these efforts, defining the concept of creative
tourism and describing the motivations and profiles of those who
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engage in creative activities during their holidays are not easy tasks.
The term “creative tourism” is relatively young and began to draw at-
tention in the scientific milieu in the 1990s. Pearce and Butler (1993)
were the first to mention creative tourism as a potential form of
tourism. The definition most used by the experts in this area is the one
elaborated by Richards and Raymond (2000), who define creative
tourism as offering tourists the opportunity to develop their creative
potential through active participation in courses and learning experi-
ences that are the characteristics of the destination in which they are
carried out.
Over the last two decades, tourist demand has become increasingly
exacting, segmented and constantly changing (Fundação de Serralves,
2008; Tan et al., 2014; Carvalho et al., 2016; Smith, 2016; Zhang & Yu,
2018). This process points to the emergence of a new tourist profile
and, consequently, a new pattern of consumption that is directed to-
ward the use of creativity as an alternative to mass cultural tourism.
Creative tourists are not satisfied to only observe cultural events and
passively visit cultural spaces, but seek to experience them actively.
They seek memorable events (Pine & Gilmore, 1999) and usefulness
rather than novelty (Tan, Kun, & Luh, 2013). There are mindful visitors
(Moscardo, 1996) who want to become a part of the destination’s ev-
eryday dynamics (Ilincic, 2014) and ask for active participation and
greater involvement with the local community (Carvalho et al., 2016;
Mihajlović & Koncul, 2016; Ohridska-Olson & Ivanov, 2010; Richards,
2003; Richards & Raymond, 2000; Richards & Wilson, 2007; Smith,
2016; Zhang & Yu, 2018).
Generally, creativity is associated with urban areas, especially large
cities. This relationship between creativity and the city derives from the
fact that creative industries have been greatly responsible for dyna-
mizing the attractiveness of the cities, making them more attractive for
companies, for new inhabitants and, consequently, for tourists (Argent,
Tonts, Jones, & Holmes, 2013; Boes, Buhalis, & Inversini, 2015; Dekker
& Tabbers, 2012; Richards, 2011; Richards, 2014a).
This new type of tourist results from the depleted model of massified
cultural tourism which does not gives him/her opportunities to have an
active role. This depleted model can be clearly observed in Southern
Europe countries that have been suffering from a high pressure of
visitors in recent decades. In Portugal (the territory analysed in the
present paper) massified cultural tourism began to occur in recent
years, especially in large cities like Lisbon and Porto. Creative tourism
appears as an opportunity to reinvent the current tourism model and
offer a form of tourism that is more sustainable and close to the local
community.
The profile of cultural tourism is well defined and supported by a
long spectrum of scientific research, but little is known about the
creative tourist. The few international studies dedicated to the profile of
the creative tourist continue to highlight the complexity of this seg-
ment, which involves tourists from multiple generations (children,
adults and the elderly) looking for authenticity, exclusivity, improving
skills and desiring contact with the local community. Noting that these
insights are derived from a generalized international level, the profile of
the creative tourist has not been clearly characterized in Portugal,
especially the one that visits small and medium-sized cities and rural
areas. In the research presented in this article, we specifically analyse
the profile of this kind of visitor. We studied the tourists who partici-
pated in creative tourism experiences carried out by 40 institutions
involved in the CREATOUR project, located in the four NUTS II regions
of Continental Portugal (Norte, Centro, Alentejo and Algarve).
The CREATOUR project “Creative Tourism Destination
Development in Small Cities and Rural Areas” (https://creatour.pt/en/)
was in process from November 2016 to June 2020. As a research-and-
application project, CREATOUR developed an integrated approach to
creative tourism development in small cities and rural areas across
Portugal. On the research side, the project aimed to examine and reflect
on the creative tourism activities, including development dynamics and
patterns, reception experiences, and community impacts, using
methodologies and theoretical perspectives from the fields of tourism,
cultural development, and local/regional development. On the practice
side, it aimed to catalyse creative tourism offers in small cities and rural
areas in Portugal, inform and learn from their development, and link
them with each other through the development of a national network
(Duxbury, 2020). The project was funded by FEDER through the Joint
Activities Programme of COMPETE 2020 and the Regional Operational
Programmes of Lisbon and Algarve and co-funded by the Portuguese
Foundation for Science and Technology (FCT/MEC).
Taking a cultural development approach, CREATOUR fostered a
diversity of “bottom-up” ideas and experimentation in which 40 pilot
projects were independently designed, implemented, and managed, but
coupled with knowledge-sharing and capacity-building through net-
working. The creative tourism activities developed ranged widely, in-
cluding: craft workshops involving textile, pottery, ceramics, leather,
metal, and wood; fine arts workshops such as painting, sculpture,
drawing, and illustration; photography, video, and digital arts work-
shops; performing arts workshops and community-engaged, participa-
tory artistic residencies; storytelling sessions and workshops; gastro-
nomy-focused workshops in which visitors learn food-related cultures
of a place as well as culinary techniques to take home; imaginative
“Walks & Visits” involving creation activities; ancestral traditions
workshops and active participation activities; and activities related to
raw materials production and work cycles for making, for example, salt,
linen, wool, clay, marble, wicker, and so forth.
This paper aims to characterize the profile of the tourists who par-
ticipated in these activities and their motivations, attending to the
following three questions: Who are the participants in creative tourism
activities? What are the main motivations to attend a creative tourism
activity? Can motivation be used to segment creative tourism partici-
pants (i.e., are creative tourists motivation-driven)?
For the analysis of the data, descriptive and multivariate statistics
have been developed through the program Statistical Package for the
Social Sciences (S.P.S.S. version 22.0).
This paper is organized as follows. After the Introduction, section 2
presents a literature review of creative tourism and the creative tourist.
The research methods are presented in section 3. The results and dis-
cussion are presented in section 4. Finally, in section 5 the conclusions
and some policy and managerial implications are presented.
2. From cultural tourism to creative tourism and defining creative
tourists
2.1. Characteristics of creative tourism and of creative tourists
The development of creative tourism phenomena is linked to recent
developments in cultural tourism. Cultural tourism corresponds to the
tourism in which cultural attractions are the main reason to visit or stay
in a certain destination (Csapó, 2012; Mousavi, Doratli, Mousavi, &
Moradiahari, 2016; Richards & Wilson, 2006; Williams, 2010) and that
offers the visitor an opportunity to understand and appreciate the cul-
ture and essence of a place (Kajzar, 2013, 2014; Richards, 2014b).
Creative tourism emerged in response to a market that has specific
needs. Although it is the central theme of a growing number of in-
vestigations, the concept of creative tourism still remains quite vague in
the scientific environment (Richards, 2011, 2014b; Tan et al., 2013;
Hung, Lee, & Huang, 2016; Smith, 2016; Creative Tourism Network,
2018; Remoaldo et al., 2019; Remoaldo, Matos, Gôja, Alves, & Duxbury,
2020; Duxbury & Richards, 2019a). Many definitions of creative
tourism are linked to cultural tourism, and is generally understood as a
form of cultural tourism that allows for a more authentic approach
between the tourist and residents (Briggs, 2005; Gordin & Matetskaya,
2012; Jelinčić & Žuvela, 2012; King, 2009; Ohridska-Olson & Ivanov,
2010; Richards, 2010b; Richards, 2014a; Richards & Raymond, 2000;
Virginija, 2016). Creative tourism is oriented to immaterial resources
such as learning, developing experiences and traditions (Ribeiro et al.,
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2020). This tourist is someone who wants to not only see the region but
to experience it (Virginija, 2016). In this sense, creative tourism is a
participatory form of cultural tourism more appropriate to con-
temporary social and economic structures. This type of tourism makes
use of the intangible resources of the destination (e.g., lifestyles, nar-
ratives, creativity, media) and enables the tourist to participate actively
in leisure, cultural and artistic activities that reflect the characteristics
of the destination visited. It is a special form of tourism that creates the
necessary conditions for travellers to exercise their and participate in
creative workshops and activities (e.g., arts and heritage – Brouder,
2012; Rudan, 2012; Hung et al., 2016), which allows for a truer and
more authentic experience in the destination.
This new demand for deep immersion in the experiences consumed
reveals a new profile of tourist. Although there are attempts to char-
acterize this new tourist (Carvalho, Ferreira, & Figueira, 2011; Florida,
2002; Mota, Remoaldo, & Ribeiro, 2012; Remoaldo & Ribeiro, 2017;
Remoaldo, Vareiro, & Ribeiro, 2017; Richards, 2010a; Richards &
Wilson, 2007; Silberberg, 1995; Tan et al., 2014), no consensus has yet
been found.
This new tourist wants a more authentic experience, immersed in
the local cultural capital and close to the community (Guerreiro &
Marques, 2017; Remoaldo et al., 2020). This trend is a response to the
saturation of mass cultural tourism (Richards, 2010a). In this sense,
creative tourism develops the social and cultural capital of tourists, as
they become co-authors of their tourism experience, contributing to
authentic, immersive and exclusive experiences (Pine & Gilmore, 1999;
Richards, 2014b; Virginija, 2016).
2.2. Characteristics of the participants in creative tourism activities
The characteristics of the cultural tourist are very close to the ones
of the traveller seeking creative experiences. Cultural tourists, for the
most part, exhibit different expectations and motivations from those of
the “modern” tourists (Smith, 2003). One of the characteristics that
distinguishes cultural tourists from the people who engage in creative
activities comes from the intensity of the motivations (which may be, to
a greater or lesser extent) to live new experiences, as well as the degree
of involvement and interaction that the tourist establishes with the local
community (Smith, 2016). Creative tourists seek to enjoy participatory
and authentic experiences and, mainly, generate their own experiences
(Prahalad & Ramaswamy, 2004), exercising co-creation (Binkhorst,
2007; Puczkó, 2013). Throughout the twentieth century, the attitude of
tourists has undergone several changes and, on the whole, tourists have
become more demanding. They have begun to look for experiences
during their holidays as a way to develop their skills and take an active
part in the culture of a place (Richards, 2010b).
This search for learning is not an absolutely new and intrinsic fea-
ture of the creative tourist. Completely to the contrary, this character-
istic has been gaining expressiveness over the last two decades and is a
central element of the experiences in creative tourism (Anderson, 2009;
Peters, Frehse, & Buhalis, 2009; Raymond, 2007; Tan et al., 2013).
These tourists wish to contact and learn more about specific aspects
of the culture of a particular community through active participation
with the local community and the development of their creative skills in
workshops and other activities (Cortada, 2006; Raymond, 2003;
Richards, 2003; Richards & Raymond, 2000; Richards & Wilson, 2007).
This kind of tourist assumes the role of co-creator, co-producer and
consumer of the experiences and skills of the promoters of experiences
(e.g., trainers, local community), that is, the tourist is involved in the
local culture through making artefacts or products in the destination
(e.g., handicrafts, gastronomy, art) (Anderson, 2009; Binkhorst, 2007;
Maisel, 2009; Peters et al., 2009; Prentice & Andersen, 2007; Ray &
Anderson, 2000; Raymond, 2007; Richards & Wilson, 2006; Tan et al.,
2013). In addition, the participant in creative tourism activities wants
higher levels of social, emotional and educational interaction with the
community and to feel like part of the destination (Binkhorst & Den
Dekker, 2009; Richards, 2014b; Smith, 2016; Stolarick, Denstedt,
Donald, & Spencer, 2010).
Investigations previously carried out on the profile of the creative
tourist reveal that the existing segments are different and show that the
creative tourist covers a wide range of travellers. What we do know is
that the creative tourist tends to appreciate authenticity and cultivates
the desire to get to know the local culture in a more “alternative” way
that is closer to the local community.
Despite these attempts, the definition of the creative tourist is still
very generalist and imprecise, many studies that claim to be about the
creative tourist do not actually correspond to that segment of tourism,
and further research about the creative tourist is still needed (Duxbury
& Richards, 2019b). In the next section, some international case studies
are reviewed that present more detailed information on the profile of
the creative tourist.
2.3. Some case studies to define the profile of creative tourism seekers
Creative tourism seekers tend to belong to the creative class
(Florida, 2002), that is, a cosmopolitan class from the middle and upper
layers of society which shares higher levels of education. Inter-
nationally, a few research surveys present the characteristics and be-
haviour of these contemporary tourists (see Table 1), but the body of
research is still very limited and needs further theoretical development.
Table 1
International studies about creative tourist’s profile
Year Author Country Creative tourist profile
2003 Raymond (2003) New Zealand Three groups: baby-boomer and retired, tourists under 30 (e.g., students and backpackers visiting New Zealand) and New
Zealanders of all ages.
2010 Campbell (2010) UK Predominantly female, 45 or more years of age. The other large group was made up of younger women aged between 22
and 30 years of age with busy full-time jobs and no children.
2014 Tan et al. (2014) Taiwan Five distinct groups of creative tourists were identified: novelty-seekers, knowledge and skills learners, those who are
aware of their travel partners’ growth, those who are aware of green issues, and the relax and leisure type.
2014 Chang, Backman, and Huang
(2014)
Taiwan The largest number of tourists was between 31 and 40 years of age. Males comprised 40.8% and females made up 59.2%.
2015 Blapp Indonesia Most tourists find it memorable to attend a cooking class, ride cows, take part in the daily lives of the population of Bali
and visit a rice plantation.
2016 Ali, Ryu, and Hussain (2016) Malaysia Most tourists were between 31 and 40 years of age (60%). Males comprised 46% and females 54%. Most of the tourists
were Malaysian (72%) and 28% foreigners. The survey was conducted with guests of 6 selected resort hotels in Malaysian
states of Terengganu and Kedah. Creative activities: cooking classes, handicraft classes, storytelling sessions of local tales
and ‘batik painting’.
2019 Huang, Chang, and Backman
(2019)
Taiwan By age, the largest number of tourists was between 31 and 40 years of age. Males comprised 40.8% and females made up
59.2%. The survey was carried out in three popular creative tourism attractions in Taiwan. Creative activities: pottery,
handicrafts and arts making.
Source: Authors’ elaboration.
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In the early 2000s, Raymond (2003), based on a case study in New
Zealand (Table 1), presented a proposal to segment and profile creative
tourism seekers based on general demographic profiles, proposing three
groups: baby-boomers and retired, tourists under 30 (e.g., students and
backpackers) and New Zealanders who are interested in learning more
about different aspects of the culture of their country.
In 2009, a survey of participants from two creative tourism pilot
events in the UK concluded that the participants were predominantly
female, aged 45 or more years of age. The other large group was made
up of younger women aged between 22 and 30 with busy full-time jobs
and no children (Campbell, 2010).
In 2014, Tan et al. identified five distinct groups of creative tourists
in Taiwan – novelty-seekers, knowledge and skills learners, those who
are aware of their travel partners’ growth, those who are aware of green
issues, and the relax and leisure type – by analysing 46 Q-statements
about creativity and creative experiences.
In 2015 in Bali, Indonesia, another attempt to establish the profile of
the creative tourist in creative tourism experiences of rural commu-
nities was presented by Blapp (2015). In total, 15 tourists’ groups were
interviewed based on an opportunistic sampling strategy. The inter-
views were limited to Western tourists given the scope of the research
to focus on creative tourism geared toward the Western market (Blapp,
2015).
In 2016, Ali et al. examined the effect of creative tourists’ experi-
ences on their memories, satisfaction and behavioural intentions. A
total of 296 surveys were conducted with guests at six selected resort
hotels in Malaysian states of Terengganu and Kedah who participated in
creative activities, cooking classes, handicraft classes, storytelling ses-
sions of local tales and ‘batik painting’. The largest number of tourists
was aged between 31 and 40 years (60%). Females were predominant
(54%), with three-quarters of them being Malaysian (72%) and around
one-quarter being foreigners (28%).
In 2019, Huang et al. conducted an empirical study in three popular
creative tourism attractions in Taiwan: Meinong, Singang and Yingge.
The following creative activities were developed: pottery, handicrafts
and arts making. The majority of the 395 tourists surveyed was aged
between 31 and 40 years and females were also predominant (59.2%).
In Portugal, a study on the influence of the creative industries on
tourism in the city of Porto (City Break predominant tourism segment)
presented the tourist profile in this city. In the sample collected of 385
tourists, males were predominant and their motivations were broader
than participating only in creative activities. The tourists were from
Spain, aged between 19 and 25 years, single, with a high academic
degree (bachelors or masters) and with high annual income
(€15,000–€22,499) (Barbosa, 2014). Concerning their motivations, for
65% of the respondents the main reason for their trip to Porto was a
vacation, 18% visited the city to visit friends or relatives and 5% visited
to attend cultural events or attractions. Regarding attending cultural or
creative activities, 47% of respondents in this research responded po-
sitively (e.g., participating in Serralves em Festa, NOS Primavera
Sound, São João, Queima das Fitas, AXA Street Art, Verão na Casa da
Música) while 53% did not attend any cultural or creative activity
(Barbosa, 2014).
Another study developed by Melo, Correia, Cardoso, and Marques
(2019) analysed the perspectives of visitors and suppliers concerning
the experiences of creative tourism in Guimarães, Portugal (a UNESCO
World Heritage destination) and identified that the majority of the re-
spondents had not heard about creative tourism before (82% in total;
n= 115). The authors reported that 50.7% were male and between 38
and 49 years old, and highlighted that 80% of the tourists come from
the following countries: 35.7% from Brazil, 18.8% from Spain and
12.5% from France. Most respondents had higher education degrees
and an income higher than 501 euros/month.
Although these Portuguese studies are not precisely about the pro-
file of the creative tourist, they are important contributions to the study
of the profile and motivations of visitors and help us to understand the
visitors’ profile for Portuguese destinations.
As we have previously noted, unravelling the profile and motiva-
tions of the creative tourist is not an easy task. The case studies re-
viewed showed that research on the traits of those engaged in creative
tourism profile is still a little explored path. One of the possible ex-
planations for this omission is the complexity of creative tourism as a
wide variety of activities can be consumed within the creative tourism
label. One can ask the following questions: Do the characteristics of this
profile depend on the type of activity consumed? For example, does the
tourist who participates in the Estival Festival (held in the Centro
Region of Continental Portugal) have the same characteristics (or si-
milar characteristics) and motivations of a tourist who participates in a
pottery workshop (held in the Alentejo Region of Continental
Portugal)?
3. Methods
Our research was carried out in 2017 and 2018 with the partici-
pation of four research groups located in four regions of Continental
Portugal: Norte, Centro, Alentejo, and Algarve. Overall, 814 ques-
tionnaires were completed by participants in the creative tourism ac-
tivities implemented by the 40 pilot institutions that were selected to
join the CREATOUR project (Fig. 1). A wide array of organizations lo-
cated in small and medium-sized cities and rural territories had sub-
mitted project proposals to develop creative tourism offers, and the 40
organizations selected to be co-researchers in CREATOUR were mon-
itored within the project until the end of 2019.
The research presented here segmented the tourists based on their
motivation to participate in creative tourism activities and analysed the
resulting profiles. The questionnaire was designed based on a literature
review of creative tourism, tourist motivations and cultural tourist
profiles. A total of 10 motivation items were considered in this study
(Table 2). The questionnaire consisted of 31 closed questions oriented
to the participant’s profile, motivations, perceptions and evaluation of
activities, as well as the impacts on the local economy (e.g., accom-
modation, meals and local commerce).
In order to analyse this data, Multivariate Statistics was used to
simplify the data, describing the information through a small number of
dimensions of analysis (Reis, 2001). Hair, Anderson, and Tatham
(1998) state that there are traditionally three types of segmentation
techniques, being mostly of an exploratory nature. Some of these
techniques are in a general area of multivariate data analysis tradi-
tionally known as data reduction or reduction of dimensionality. Using
SPSS Statistics 22.0, the first procedure (the exploratory factor analysis)
started with motivation variables (Table 2). After this procedure, a
hierarchical cluster analysis, based on the tourists’ motivation using
Ward’s method and the Squared Euclidean distance, was carried out to
identify homogenous groups of respondents. A three-cluster solution
was identified based on the dendogram and the agglomeration sche-
dule. From the analysis of the output, chi-square tests (for qualitative
variables) and t-test (quantitative variables) were carried out to char-
acterize the clusters and to identify statistically significant differences
concerning the following topics: reasons to select the creative experi-
ence; socio-professional situation; marital situation; net monthly in-
come of the household; educational qualification; age; local shop be-
haviour and general evaluation of the experience. A cross-tabulation
analysis was also carried out to test the association between socio-
demographic and travel behaviour dimensions (i.e., first time at desti-
nation, information source and travel companions) with the cluster
membership of respondents (Tables 5 and 6). These analyses are pre-
sented in the next section.
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4. Results
4.1. Factor analysis results
As a first stage of data analysis, an exploratory factor analysis was
conducted to identify the dimensions of participants’ motivation at
creative tourism activities. Both the Kaiser-Meyer-Olkin (KMO) mea-
sure of sample adequacy (.801) and Bartlett’s test of sphericity
(1202.103) results revealed that the data was properly fitted for prin-
cipal component analysis and responses were factor analysed with
varimax rotation. For factor extraction, the criteria of Eigenvalues equal
or above 1.0 was adopted, and factor loadings of at least .50 were ac-
cepted for item inclusion (Hair, Black, Babin, Anderson, & Tatham,
2010). None of the items presented low factor loadings (< .50), how-
ever “It is culturally motivating”, “Because of the location” and “I Know
the promoter of the activity” presented .536, .589 and .522, respec-
tively evidencing a value only slightly higher than .50. Results obtained
a three-factor solution that accounted for 55.5% of the total variance
(Table 2). The following names were attributed to the items attributed
to each factor: Creative; Partners and family togetherness; and Local
community interaction. All factors had a sufficient reliability relying on
Cronbach’s Alpha coefficients ranging from .705 and .585. Although
two of the factors present a .60 value, according to Hair et al. (2010, p.
124) the generally agreed upon lower limit for Cronbach’s alpha is .70,
although it may decrease to .60 in exploratory research.
4.2. Cluster analysis results
A cluster analysis was applied to identify a collection of individuals,
based on the detailed information obtained, in relatively homogeneous
groups. Finally, application of hierarchical clusters allowed patterns to
be detected in individuals through categorical and continuous vari-
ables. In particular, the hierarchical clustering technique is a process
that allows for the organization of data into nested groups (Dash, Liu,
Scheuermann, & Tan, 2003). In this way, categorical variables were
added (reasons to select a creative tourism activity; socio-professional
situation; marital status; educational qualifications; shop behaviour at
local shops; general evaluation of the experience) as well as quantita-
tive variables (counts) organized by groups (age and net monthly in-
come of the household) in order to ascertain how many natural groups
could be observed. A total of three groups were identified, with a total
of 221 (33.6%), 211 (32.1%) and 225 (34.2%) obtained for Groups 1, 2
and 3 respectively (Table 3). To identify statistically significant differ-
ences between the three-cluster solution, a Kruskal-Walis test was
Fig. 1. Map of locations of the CREATOUR pilots. Source: Authors’ elaboration.
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applied and it shows that each group was different from each other.
Considering results from a one-sample t-test with a test value of 4
(Table 4), respondents evidenced a positive motivation towards crea-
tive tourism activities, except “to accompany someone” with a mean
score of 3.19 (t-value = −13.589, p-value< 0.000) and “I know the
promoter of the activity” with a mean score of 2.63 (t-
value = −20.156, p-value< 0.000).
Table 4 compares the motivations of each cluster and Tables 5 and 6
show the profile of each group with respect to select demographic and
travel behaviour characteristics. The clusters are described below ac-
cording to their main characteristics.
Cluster 1 (Novelty-Seekers): This cluster includes 33.6% of the par-
ticipants, with high motivations in the factor dimensions of Creative
(higher mean score—“It is original”) and Local community seekers
(higher mean score – “It is culturally motivating”). In terms of socio-
demographic characteristics, most are from the 18–35 years old group
(37.4%) and the 36–53 years old group (34.2%) and, in terms of marital
status, 61.8% are single and 29.7% are married, which means that they
are mostly young individuals and middle-aged couples. They are well
qualified, with bachelor degrees (39.5%) and postgraduate degrees
(26.1%). Considering the travel behaviour dimension, results reveal
that individuals travelled with someone (73.2%): travelling with their
child (27.6%), with an organized group (35.2%) or with friends
(34.3%). Within this cluster, 79.0% of the participants stated that the
creative tourism activity was the primary reason for their visit. This
group was named Novelty-Seekers because they tend to highly score on
motivations which can be relevant to their engagement in actions of
originality, fun and that stimulate creativity while, at the same time,
they seek contact with other participants and with the local community.
Cluster 2 (Knowledge and Skills Learners): This cluster includes 32.1%
of the participants and it scored between the other two groups except in
“To stimulate my creativity”; “It permitted interaction with other par-
ticipants” and “I Know the promoter of the activity”. However, it is
evident that with a higher score within the Local community seekers
factor (higher mean score – “It is culturally motivating”) and in the
Creative factor (higher mean score – “It is original”), additionally and
comparing with the group 1, this cluster presents a higher mean score
within the Socializers factor (“To accompany someone”). In terms of
sociodemographic characteristics, most are aged between 18-35 years
old (28.3%) and 36-53 years old (37.6%) and, in terms of marital status,
53.1% are single and 39.3% are married. They are well qualified, with
bachelor degree (28.3%) and postgraduate degree (34.6%). Considering
the travel behaviour dimension, results reveal that individuals pre-
dominantly travelled with someone (90%): travelling with their
spouse/partner (40.1%), with their children (40.0%) and with their
family (42.6). Within this cluster, 67.8% of participants indicated that
this creative tourism activity was the primary reason of their visit to the
locale. This group was named Knowledge and Skills Learners because
they tend to highly score motivations that imply their engagement in
Table 2
Dimensions of creative tourists’ motivations




It is original 0.772 Creative
For being fun 0.761
To stimulate my creativity 0.712
It is suitable for the whole
family
0.681 Partners and family
togetherness
Because of its location 0.589
To accompany someone 0.831
It is culturally motivating 0.536 Local community
interactionIt permitted interaction with
other participants
0.698
It enables me to meet and
interact with the local
community
0.736
I know the promoter of the
activity
0.522
Cronbach's Alpha 0.705 0.591 0.585
Eigenvalues 3.187 1.280 1.079
% variance explained 31.874 12.803 10.790
% variance cumulative 31.874 44.677 55.466
KMO (Kaiser-Meyer-Olkin) 0.801
Bartlett's test of sphericity: Chi-squared = 1.202.103 sig. (.000).






Ward method N % Valid Kruskal-Wallis (α)






Comparison of cluster’s motivation
Motivation to select a tourism creative
experience
Factor dimensions Total Clusters Kruskal Wallis Test







It is original Creative 4.46 0.74 17.373 0.000 4.40 4.41 4.59 8.99 0.011
For being fun 4.28 0.86 9.036 0.000 4.12 4.29 4.45 11.947 0.003
To stimulate my creativity 4.23 0.91 6.938 0.000 4.22 4.10 4.40 12.652 0.002
It is suitable for the whole family Partners and family
togetherness
4.00 1.18 0.186 0.852 3.36 4.18 4.50 89.297 0.000
Because of its location 3.88 0.99 −3.303 0.001 3.43 3.79 4.60 86.231 0.000
To accompany someone 3.20 1.61 −13.589 0.000 1.02 4.22 4.70 12.652 0.002
It is culturally motivating Local community
interaction
4.73 0.79 25.783 0.000 4.63 4.65 4.80 9.702 0.008
It permitted interaction with other
participants
4.13 0.91 4.047 0.000 4.01 3.98 4.90 24.092 0.000
It enabled me to meet and interact
with the local community
4.28 0.80 9.615 0.000 4.11 4.27 4.10 11.968 0.003
I know the promoter of the activity 2.63 1.81 −20.156 0.000 2.21 1.00 4.11 420.879 0.000
t-Test (value = 4|significant at 0.01 level).
Source: Authors’ elaboration.
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actions of originality, fun, and to participate in creativity-stimulating
activities together with their travel companions, while at the same time
they seem to seek contact with the local community.
Cluster 3 (Leisure Creative-Seekers): This cluster includes 34.2% of
participants and scored high in every motivation, with the two higher
mean scores in the local community seekers dimension (“It permitted
interaction with other participants” and “It is culturally motivating”).
Middle-aged participants prevail (39.5%), but the young group of
participants (18–35 years of age) also comprise an important percen-
tage (30.5%) and the majority of individuals are single (54.9%). In
terms of education, they are also qualified with a university degree
(38.1%), but a considerable part of this group has high school education
(33.5%). Considering their travel behaviour, 83.8% travel with
someone, and among those who travel with companions, 33.9% travel
with spouse/partner and 36.5% with their family. The majority of
participants indicated that this creative tourism activity was the pri-
mary reason for their visit (72.9%). This group was named Leisure
Creative-Seekers because they tend to highly score all motivations that
imply their engagement in creative tourism activities is based on a
perception of it as an educational and creative experience that can
positively affect their emotions and stimulate them to activate their
creative dimension during their travel experience.
Cluster 1 (Novelty-Seekers) and Cluster 2 (Knowledge and Skills
Learners) consider “culturally motivating” as the most important mo-
tivator to select a creative tourism activity, whereas Cluster 3 (Leisure
Creative-Seekers) consider “interaction with other participants” as the
most important motivation. It is important to underline that “to ac-
company someone” is the least important motivation for Cluster 1;
however, this is one of the most important motivators for Cluster 3. In
the same vein, “I know the promoter of the activity” is the most im-
portant motivator for Cluster 3, whereas for Clusters 1 and 2 it is the
least important motivator. These points highlight the main differences
between each cluster concerning their motivations to select creative
tourism experiences.
Overall, the sample is constituted by a considerable number of fe-
males (63.8%). In terms of marital status, 53.6% are single and 36.7%
are married, and 63% are highly qualified with university degree
(Table 5).
Within a professionally active age (78.9% aged between 18–65
years old), 23.4% are “Specialists in intellectual and academic
Table 5
Clusters profile by sociodemographic characteristics
Variables/Categories Total Clusters (%) Chi-Square
Sociodemographic N % Novelty-seekers Knowledge and skills learners Leisure creative-seekers χ2 Sig.
Gender 798
Female 63.8 67.0 59.6 59.8 n.s. n.s.
Male 36.2 33.0 40.4 40.2
Nationalities 796
Portugal 75.4 71.9 73.5 74.7 n.s. n.s.
Spain 6.3 7.7 3.8 6.7
The Netherlands 6.0 6.3 8.5 4.4
Brazil 2.3 3.6 1.4 2.2
Others 10.1 10.5 12.8 12.0
Age 796
<17 12.6 10.5 18.5 9.0 15,307 0.053
18–35 28.5 37.4 28.3 30.5
36–53 35.6 34.2 37.6 39.5
54–64 14.8 11.0 11.2 13.9
=>65 8.5 6.8 4.4 7.2
Education 779
Elementary degree 9.5 11.2 11.7 5.0 32.003 0.004
Secondary degree 27.6 23.2 24.5 33.5
University degree 34.7 39.5 28.3 38.1
Post/graduate degree 27.9 26.1 34.6 23.4
Other 0.4 0.0 1.0 0.0
Marital Status 755
Single 53.6 61.8 53.1 54.9 13.669 0.034
Married 36.7 29.7 39.3 38.0
Divorced 7.9 5.7 7.1 7.1
Widow 1.7 2.8 0.5 0.0
Household's net monthly income 595
up to 500€ 8.9 12.3 5.8 9.4 n.s. n.s.
501€–1000€ 24.5 22.8 25.6 26.5
1001€–2500€ 43.0 43.9 38.5 43.5
2501€–4000€ 14.5 11.7 19.9 12.9
more than 4001€ 9.1 9.4 10.3 7.6
Socio-professional Situation 756
Manager/professionals 9.4 6.2 11.1 10.4 n.s. n.s.
Specialists in academic and intellectual activities 23.4 28.0 25.3 17.0
Technicians and associate professionals 13.8 13.7 14.6 16.0
Administrative workers 4.1 3.8 3.5 3.8
Service and sales workers 3.0 2.4 2.5 5.7
Skilled agricultural, forestry and fishery workers 0.7 0.0 0.5 0.9
Craft and related trades workers 0.8 0.9 0.5 0.9
Retired 9.1 10.0 4.0 7.50
Domestic 2.0 0.5 2.0 1.4
Student 21.3 23.2 25.8 19.3
Unemployed 5.4 7.1 4.0 6.1
Other 6.2 4.3 6.1 10.4
Source: Authors’ elaboration.
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activities”, 13.8% are “Technicians and associate professionals” and
9.4% are “Managers/Professionals”. The household’s net monthly in-
come from employment is between 1001€ and 2500€ (43%). In terms of
nationalities, 75.4% are from Portugal and 24.6% are from foreign
countries. In terms of travel companions, 25.2% travel with their
partner, 24.3% travel with friends, 19.0% travel in an organized group,
16.1% travel as a family and 15.4% travel with their child(ren). For a
considerable number of people this was the first time participating in a
creative tourism experience (68.1%) and the creative tourism activity
was the primary reason for visiting the destination (74.2%). The ma-
jority of participants learned about this experience through family and
friends (33.2%), social networks (25.6%) and the website of the activity
organizer (11.5%) (see Table 6).
5. Discussion and conclusions
This article aimed to characterize the profile of creative tourists and
their motivations in Portugal. The research sought to answer the fol-
lowing questions: Who are the participants in creative tourism activ-
ities? What are the main motivations to attend a creative tourism ac-
tivity? Can motivation be used to segment creative tourism
participants?
5.1. Discussion
The main focus of the study is to identify and articulate the profile
of creative tourism participants based on their sociodemographic
characteristics, travel behaviour and motivations. Since the present
study has an exploratory nature, in order to characterize the profile of
these tourists, different groups of participants in creative tourism ex-
periences were identified. Although a few previous studies (in various
countries) identified several features of creative tourists, none of them
clearly identified groups of individuals based on sociodemographic
characteristics, travel behaviour and motivations in a context of small
and medium-sized cities and rural areas. Also, they used a much smaller
sample size than the one used in the current study.
To validate the motivations-item scale and consequently to support
the designation of the identified dimension factors and clusters, find-
ings from a variety of studies were incorporated into the analysis, such
as Ryan and Glendon (1998) about the application of the leisure mo-
tivation scale to tourism; Tan et al.’s (2014) taxonomy of creative
tourists; and the work on profiling creative tourists conducted by
Raymond (2003), among others.
The Creative dimension factor was identified primarily based on the
stated motivations about originality, fun and stimulation of the parti-
cipant’s creativity. This dimension partially corroborates with the
characteristics of this form of tourism described by Brouder (2012),
Rudan (2012) and Hung et al. (2016). The Partners and family to-
getherness dimension emerged as the factor linking participation in
creative tourism activities with the need to share it with several types of
travel companions, such as one’s family. This dimension is grounded on
Ryan and Glendon’s (1998) research concerning the importance of the
Table 6
Clusters profile by travel behaviour characteristics
Variables/Categories Total Clusters (%) Chi-Square
Travel behaviour: first time at destination and activity; information; travel
companions






Yes 82.0 73.2 90.0 83.8 21.523 0.000
No 18.0 26.8 10.0 16.2
Travel Companion 664
Spouse/partner 25.2 26.0 40.1 33.9 6.697 0.041
Child(ren) 15.4 27.6 40.0 32.4
Family 16.1 20.9 42.6 36.5
Friend(s) 24.3 34.3 33.1 32.6
Organized group 19.0 35.2 32.0 32.8
Was this the first time you have participated in a creative tourism experience? 809
Yes 68.1 67.0 71.0 62.5 n.s. n.s.
No 31.9 33.0 29.0 37.5
Was this creative tourism activity the primary reason for your visit to this
locale?
765
Yes 74.2 79.0 67.8 72.9 6.662 0.036
No 25.8 21.0 32.2 27.1
How did you LEARN about this experience? 814
Tourism guide/brochure/pamphlet 5.2 38.7 29.0 32.3
At my accommodation 2.9 23.5 47.1 29.4
Travel and tourism operators/agencies .6 33.3 33.3 33.3
Media (TV, radio and press) 3.9 50.0 7.7 42.3 n.s. n.s.
Tourist information office 1.4 0.0 30.0 70.0
Website of the CREATOUR Project 3.2 36.8 26.3 36.8
Website of the activity organizer 11.5 44.9 30.8 24.4
Through family and friends 33.2 27.5 33.0 39.4
Social networks 25.6 45.7 21.4 32.9
Passing by 8.2 16.1 50.0 33.9
Did you stay or will you stay overnight in the locale? 791
Yes 40.4 47.0 43.8 39.7 n.s. n.s.
No 58.6 53.0 56.3 60.3
If yes, where did you stay? 322
Hotel or similar establishment 37.9 37.3 37.3 25.5
Apartment/house for rent 15.8 25.6 53.8 20.5
Room rented in private home 3.1 22.2 55.6 22.2 n.s. n.s.
Second residence 5.9 21.4 28.6 50.0
Accommodation provided free by family/friends 18.9 36.4 18.2 45.5
Other private accommodation 18.3 40.7 24.1 35.2
Source: Authors’ elaboration.
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item “Be with others” to clarify the holiday motivation scale. Further-
more, Tan et al.’s (2014) taxonomy of creative tourists exerts the im-
portance of items about “family togetherness” or to “take the oppor-
tunity to participate in an activity to be together with my family or
friends”. The Local community interaction factor is the most relevant
motivation that contains items similar to the studies by Tan et al.
(2014), Raymond (2003) and Ryan and Glendon (1998). Motivation
items such as Interaction with other participants; Culturally motivated; and
Meet and interact with the local community are highly rated, corrobor-
ating these previous studies.
Following the identification of factor dimensions, a segmentation
procedure was adopted based on sociodemographic, travel behaviour
and motivation-based criteria. In the cluster analysis, a data-driven
segmentation approach (Dolnicar & Grün, 2008; Mazanec, 2000) was
conducted that relied on analysing the data collected to determine
market segment profiles. The results reveal that participants of creative
tourism activities consist of three distinct clusters. A first cluster, called
Novelty-Seekers, comprises a high involvement in creative motivation
factors, such as looking for fun, originality and creativity, but also with
an appreciative degree of socialization with other participants and with
the local community in order to learn about its culture. This cluster
meets a few of the characteristics of the typologies of Crompton (1979)
in what concerns motives to travel (push factors), particularly in the
dimension of travel as a facilitator of social interaction. Novelty-Seekers
are also framed into Crompton (1979), mainly in the dimension of
travel to find novelty: “Synonyms included curiosity, adventure, new
and different. Novel meant new experience but it did not necessarily
mean entirely new knowledge” (p. 419). This segment corroborates also
with Tan et al.’s (2014) typology of the novelty-seekers perspective,
mainly due to the attraction of new activities and searching for new
“creative” activities. The second cluster, named Knowledge and Skills
Learners, comprises a high mean value inside three factor dimensions/
items: originality and culturally motivating, to accompany someone,
and to meet and interact with the local community. This group is also
characterized as the most academically qualified and more likely to
travel with their family. Previous studies about the profile of the
creative tourist found evidence of these types of characteristics for
tourists who stated they are motivated to participate in a creative
tourism activity to gain knowledge (Tan et al., 2014). In the same vein,
studies by Richards (2014a) and Smith (2016) also emphasized edu-
cational interaction with the community, similar to this Knowledge and
Skills Learners segment of creative tourists. The third segment, Leisure
Creative-Seekers, comprises participants who evidence a high mean
value in all of the motivation items. However, if we consider the top
three items, two of them are concentrated in Local Community Inter-
actors (interaction with other participants and culturally motivating)
and the third is found in Knowledge and Skills Learners (to accompany
someone). It is also important to underline that this cluster classified all
the motivation items highly (4 or above, in a 1 to 5 Likert scale), which
means that this cluster meets certain characteristics of the relax and
leisure type of creative tourists found in the study by Tan et al. (2014)
but also follows McKercher, Ho, du Cros, and Chow’s (2002) cultural
tourist typology, namely, the type of purposeful cultural tourist. The re-
sults also demonstrated an upgrade in several characteristics con-
cerning the type of cultural tourists articulated by McKercher et al.
(2002). For instance, the Leisure Creative-Seekers cluster highly ranked
interaction with other participants and is motivated to participate in
creative tourism activities to accompany someone, because it is ori-
ginal, because they know the promoter of the activity, and because it is
suitable for the whole family. Following from this, creative tourism
participants considered to be Leisure Creative-Seekers demonstrate a
need to socialize and share the co-creation process with others during
their experience. These results align with the conclusions of several
studies concerning the tourist’s involvement in the local culture
through their participation in activities related with artefacts or other
local products (e.g., Anderson, 2009; Cabeça, Gonçalves, Marques, &
Tavares, 2020; Raymond, 2007; Tan et al., 2013, among others).
Creative tourism participants place great importance on co-creation in
creative tourism activities, which involves processes involving tourists
and residents as full participants and not passive subjects (Binkhorst,
2008). Experiencing and interacting are key, with co-creation perceived
as “a prerequisite for the definition of what a creative experience means
and what it presupposes” (Cabeça et al., 2020, p. 12).
Finally, a brief remark on the sociodemographic and travel beha-
viour characteristics of the three clusters. As presented in Tables 2 and
3, only variables that present as statistically significant should be
considered as features for each cluster. In all the clusters, the age di-
mension shows that more than 60% of creative tourism participants are
between 18 and 53 years of age, a result that is concordant with results
of studies conducted by Raymond (2003), Campbell (2010) and Chang
et al. (2014). In the same vein, education and marital status generally
show similar results in all clusters. For instance, a considerable part of
the three segments of creative tourists in this study are single and well
educated, similar to the results gathered by Tan et al. (2014). In terms
of their travel behaviour, in all clusters the tourists indicated that their
primary reason to travel to that location was to participate in the
creative tourism experience and almost all travel was accompanied.
Taking all this into account, creative tourism can be a strategic devel-
opment priority for tourism and culture in Portugal, especially in small
cities and rural areas, and can be part of a tourism innovation model
focused on local resources. There is a growing demand for local tourism
products with higher added value, and interaction between participants
and local residents as well as co-creation processes are key when
choosing a destination. Having these characteristics associated with it,
creative tourism meets the diverse needs and motivations of con-
temporary travellers and can constitute a diverse offer, combining with
various types of existing tourism (e.g., cultural tourism, nature tourism,
gastronomic tourism). In order to improve the desired relations among
the participants in creative experiences and with the local community,
it is important to empower practitioners from the tourism and cultural/
creative sectors to collaborate as tourism experience providers as well
as other community members who can act as local community facil-
itators.
Beyond the socio-demographic characteristics of these creative
tourism participants, this study also analyzes motivational character-
istics, finding them to be similar to those identified in other studies
internationally. This study’s results reinforce the importance of the in-
teraction component, which is one of the main characteristics of crea-
tive tourism, that is, the socialization and interaction of the visitors
with the local community and also among the participants themselves.
Understanding creative tourists’ motivations enables promoters to de-
velop activities that are more attractive and appropriate to meet tra-
vellers’ expectations, thus constituting a more sustainable offer. In ad-
dition, the study introduces a strong element of desire for involvement
in activities with one’s travelling companions, that is, the search for
creative tourism activities that promote activities for a family and/or
among friends.
The study results indicate a shift in creative tourism towards a more
interactional dynamic in which the bonds between participants and co-
creation processes are highly valued. Placing emphasis on the interac-
tional dimensions of creative tourism can amplify its meaning and
prompt further research attention to the ways in which it materializes.
5.2. Theoretical and managerial implications
This study aimed to better know the profile of the creative tourist
because it has been widely recognized that there is no clear definition of
the creative tourist at an international or national level (Duxbury &
Richards, 2019b). Indeed, this is the first major study at the national or
international level to investigate and segment the creative tourism
market for activities in small and medium-sized cities and rural areas.
Beyond the socio-demographic characteristics of these creative
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tourism participants, this study also analyzes their motivational char-
acteristics, finding them to be similar to those identified in other in-
ternational studies. This study’s results reinforced the importance of the
interaction component, which is one of the main characteristics of
creative tourism, that is, the socialization and interaction of visitors
with the local community and also among the creative tourism parti-
cipants themselves. In addition, the study introduces a strong element
of involvement in activities among travelling companions, that is, a
search for creative tourism activities that promote activities for a family
and/or among friends.
5.3. Limitations and future research
As with any other research, this study has some limitations that
should be highlighted. A primary dimension of these limitations is re-
lated to the data and sample design. The sample has different weight
sizes among the Portuguese regions, focusing on the selected rural areas
and small and medium-sized towns that are home to the creative
tourism initiatives that were the focus of this research. The ques-
tionnaires were applied locally by the participating pilot organizations
and centrally analyzed by the research teams. Consequently, the
adopted sample method was by convenience. A second dimension is
concerned with the motivations listed in the questionnaire relating to
the creative tourism activities. This research has an exploratory nature,
and future studies should further explore and possibly identify other
type of motivations based on qualitative research (such as adopting
these items and other items tested in previous studies to conduct semi-
structured interviews with creative tourists) in order to test and vali-
date a scale of creative tourism motivations.
Looking forward, future methodological research following from
this study includes the need to validate a scale of motivations for par-
ticipants in creative tourism activities. Within the CREATOUR project,
it would be valuable to conduct further analysis of the creative tourism
participant profiles and motivations data in relation to the different
types of creative tourism activities in which the tourists were engaged.
Further additional quantitative and qualitative research involving in-
ternational travellers would extend this research and also help to in-
form practitioners on how they can best prepare for and attract tourists
to creative tourism activities based in small cities and rural areas. As the
current study represents a snapshot of an emerging array of creative
tourism initiatives in small cities and rural areas throughout
Continental Portugal, it would also be valuable to extend this research
over time so that a longitudinal perspective can be obtained as the
initiatives develop, mature and evolve. As well, the extension of this
research in a comparative framework involving creative tourism in-
itiatives in other countries would be important to develop a more
comparable data framework internationally for creative tourism.
5.4. Creative tourism in the context of COVID-19
In the context of the COVID-19 pandemic, creative tourism is well
positioned to significantly contribute to post-pandemic tourism.
Creative tourism is, by nature, designed for small groups (e.g., families
and social bubbles). It aligns well with the growing focus on domestic
tourism and longer stays in one place – exploring one’s city, region, or
country with new perspectives on its diversities; pursuing personal in-
terests and curiosities; and developing new skills. The nature of activ-
ities within creative tourism is diverse, and its transversality is also a
key strength, complementing and extending the offers of other types of
tourism (Gonçalves, Borges, Duxbury, Carvalho, & Costa, 2020). In
smaller and rural communities, creative tourism can assist in providing
activities for people staying for longer periods, and can be inter-
connected with nature and outdoors and restorative activities.
The pandemic has also alerted us to the high degree of pre-
cariousness for workers in the tourism sector, the impacts of tourism on
local communities and the importance of communities in the scope of
tourism. Altogether, there is a need to rethink tourism’s traditional
models. Going forward, tourism-resident communities have to take a
more active role in establishing tourism agendas and planning for their
re-booted local development trajectories. This highlights another future
research line – generative relations between tourism and local com-
munities. From now on, it is clear that tourism will necessarily have to
take the health and well-being of communities into account when de-
termining tourism approaches and agendas, and to (re)consider how
tourism brings benefits to communities. From this vantage point,
creative tourism is also well positioned. As a widely applicable ap-
proach to place-sensitive tourism development (Bakas, Duxbury, Silva,
& Vinagre de Castro, 2020), creative tourism can encourage and enable
the diversification and differentiation of tourism offers in smaller
places.
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